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PENGARUH CONSUMER ANIMOSITY, BOYCOTT 

MOTIVATION, BOYCOTT PARTICIPATION, DAN 

PRODUCT JUDGMENT TERHADAP PURCHASE AVERSION 

DAN PURCHASE READINESS (STUDI KASUS PADA 

KONSUMEN STARBUCKS DI JAKARTA)  

 

 Bimo Pamungkas Putro 

ABSTRAK 

 

Penelitian ini berangkat dari fenomena turunnya penjualan dan penutupan sejumlah 

gerai Starbucks di Indonesia yang terkait dengan gerakan boikot luas akibat isu 

geopolitik global. Tujuan penelitian ini adalah melihat bagaimana consumer 

animosity berpengaruh pada dua hal utama yaitu purchase aversion dan readiness, 

dengan mempertimbangkan peran motivasi boikot, partisipasi boikot, serta 

penilaian konsumen terhadap kualitas produk. Penelitian menggunakan pendekatan 

kuantitatif dengan desain kausal, mengumpulkan data melalui kuesioner online dari 

120 responden yang berdomisili atau beraktivitas di Jakarta dengan teknik 

judgmental sampling, kemudian diolah menggunakan Structural Equation 

Modeling berbasis SmartPLS 4. Hasil penelitian menunjukkan bahwa consumer 

animosity secara nyata meningkatkan motivasi dan partisipasi boikot, tetapi tidak 

banyak mengubah penilaian konsumen terhadap kualitas produk Starbucks itu 

sendiri. Motivasi dan partisipasi boikot terbukti mendorong keengganan membeli, 

sementara partisipasi boikot menurunkan kesiapan membeli. Temuan lain 

menunjukkan bahwa penilaian produk yang baik justru berkaitan dengan penurunan 

kesiapan membeli dalam konteks boikot, sehingga dapat disimpulkan bahwa 

sentimen permusuhan dan keterlibatan dalam boikot menjadi faktor yang paling 

kuat memengaruhi keengganan konsumen untuk membeli Starbucks di Jakarta. 

Kata Kunci: Consumer Animosity, Boycott Participation, Boycott Motivation, 

Product Judgment, Purchase Aversion, Purchase Readiness, Starbucks. 
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THE INFLUENCE OF CONSUMER ANIMOSITY, BOYCOTT 

MOTIVATION, BOYCOTT PARTICIPATION, AND PRODUCT 

JUDGMENT ON PURCHASE AVERSION AND PURCHASE 

READINESS (A CASE STUDY OF STARBUCKS CONSUMERS 

IN JAKARTA) 

 

 Bimo Pamungkas Putro 

ABSTRACT 

This study stems from the phenomenon of declining sales and the closure of several 

Starbucks outlets in Indonesia, linked to a widespread boycott movement triggered 

by global geopolitical issues. This study aims to examine the influence of consumer 

animosity on purchase aversion and purchase readiness, while considering the 

roles of boycott motivation, boycott participation, and product judgment. 

Employing a quantitative approach with a causal design, data were collected via 

online questionnaires from 120 respondents residing or active in Jakarta using 

judgmental sampling. The data were subsequently analyzed using Structural 

Equation Modeling based on SmartPLS 4. The results indicate that consumer 

animosity significantly increases boycott motivation and participation, yet it does 

not significantly alter consumer judgment regarding the quality of Starbucks 

products. Boycott motivation and participation are proven to drive purchase 

aversion, whereas boycott participation significantly reduces purchase readiness. 

Interestingly, findings show that favorable product judgment correlates with a 

decrease in purchase readiness within this boycott context. Consequently, it can be 

concluded that animosity and boycott involvement are the most potent factors 

influencing consumer purchase aversion toward Starbucks in Jakarta 

. 

Keywords: Consumer Animosity, Boycott Participation, Boycott Motivation, 

Product Judgment, Purchase Aversion, Purchase Readiness, Starbucks. 
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